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[bookmark: _f87h48j5kguw][bookmark: _Toc227407622]Section 1
1. [bookmark: _av2bfc8x747w][bookmark: _Toc227407623]Introduction
For a business operating in international locations, cultural differences play a crucial role in structuring organizational hierarchies, shaping communication styles, and even negotiation strategies. While doing so, it is essential for marketers to adapt the marketing mix strategy such that an alignment can be made with local values, customs, and behaviours. The automotive industry has witnessed radical changes due to massive technological advancements, changes in market structures, new regulatory frameworks, trade conflicts and even geopolitical tensions. This report is, therefore, focused upon the business operations of one of the most renowned German automotive manufacturers, Mercedes, in the USA and China. It shows a comparative macroenvironment analysis of Mercedes’s international markets in the USA and China. A reflective analysis using the Gibbs Reflective Cycle is also provided in the report to reflect on learning outcomes and the use of theoretical frameworks.
[bookmark: _Toc227407624]1.1 Background of Mercedes
Founded in 1926 by Karl Benz and 3 others, Mercedes-Benz operates in 93 locations globally. Being one of the most successful automotive companies, Mercedes manufactures high-end luxurious passenger cars and premium vans. This brand has been “the future of mobility since 1886” (Mercedes, 2026a). Its vehicles are manufactured globally in 17 different countries, with Germany, China, USA, India and Indonesia to name a few. In the USA, Mercedes-Benz became fully operational in 1965 under the distributorship of Max Hoffman. Mercedes has sold a total of 374,101 vehicles as of 2024, out of which 324,528 are Mercedes-Benz cars (Mercedes, 2025a). It now has an employee base of approximately 1,800 people in this location. On the other hand, the scenario in China is that it is into car and van manufacturing, apart from the spare parts business since its launch in Beijing in 2001. It has also set up its R&D centre in Beijing. Mercedes is committed to offer “high-quality products, customer-oriented services, continuous investments, and long-lasting alliances” for Chinese customers (Mercedes, 2026b). Currently, this brand has employed 2,000 hardware and software engineers in China. It has 24% market share, with a valued customer base of 7 million (Mercedes, 2025b). 
Mission statement 
Mercedes-Benz has a very strong emphasis on innovation, luxury, performance, and customer satisfaction, which is stated in its mission “to build the most desirable cars in the world”.
[bookmark: _oz4vgo6ua9xu][bookmark: _hqmbgp3pqrsv][bookmark: _Toc227407625]2. Macro environment analysis (PESTLE)
[bookmark: _vixg1vxuigqs][bookmark: _iqgs2g2k4oyu]Zahan et al. (2025) opined that PESTLE is a strategic model that is applied in the assessment of macro environmental factors that affect operations of a business and the long-term management decisions. 
[image: ]
Figure 1: PESTLE framework
(Source: Zaurez Afshar and Hussain Shah, 2025)
[bookmark: _hfe45uf5ypij][bookmark: _Toc227407626]2.2.1 Political
The United States offers a business-friendly political atmosphere and is very clear with its governance systems and regulatory frameworks. Such stability would boost investor confidence and allow MNCs like Mercedes-Benz to perform effectively in the market. Rueda et al. (2025) explained that changes, particularly those that involve economies of the massive world, can pose both threats and opportunities to automotive companies that practice global trade operations. However, efforts of the USA government to promote the use of electric vehicles and sustainable mobility helped to create a positive political background. The Inflation Reduction Act (IRA) 2022 has mandated tax credit of up to $7,500 for purchasing or leasing an EV (Hoogland et al., 2025). Altogether, the political situation in the USA is favourable because the policies are stable, the regulations are clear and the support of green technologies is high.
On the other hand, the Chinese government is strongly assisting the local automotive companies in the form of subsidies, regulatory measures and long-term development policies. This presents a very competitive environment for foreign firms, such as Mercedes-Benz. Regulatory policies are also important in innovation, especially in fields like artificial intelligence and digital technologies. Mao et al. (2025) emphasises that the structure of governance for China plays a great role in the strategies of the corporations and technological advancement. The government assistance in innovation is a growth opportunity, but at the same time, regulation challenges and policy limits can be another hindrance to foreign companies. The Chinese political environment, therefore, is a hybrid since it has both opportunities to grow and is faced with serious regulatory issues by foreign companies.
[bookmark: _r97rkr81r5ev][bookmark: _Toc227407627]2.2.2 Economic
[image: ]
Figure 2: GDP of the USA
(Source: Statista, 2026)
The USA is a developed market, which is characterised by the great purchasing power of consumers and demand for luxury cars. Figure 2 has shown that the GDP of the USA has increased from $29.18 trillion in 2024 to $30.5 trillion in 2025 (Statista, 2026). As per Shah et al., (2025), electric mobility infrastructure has increased the competition in the automotive industry. Mercedes-Benz has lost its profitability greatly, as the net profit has decreased nearly by half because of the decreased demand and the competition in the key markets (Barrons, 2025). Nevertheless, market fundamental strength is a good sign to make the USA market favourable to grow luxury automotive with its strong economic fundamentals.
The Chinese economy has been growing at a very high pace due to industrialisation and incorporation into global trade. Nevertheless, the profitability of Mercedes-Benz has been affected by the volatility in the market in terms of economic performance and dropping sales (Bloomberg, 2025). It is projected that profit margins will further remain bitter due to the competition and economic uncertainties, particularly in China. Mercedes-Benz sold about 575,000 cars in 2025, a lower amount by 19%, which points to the role the local brands are gaining and the shift of the customer preference (ChinaEVHome, 2025). Thus, the economic climate in China is moderately favourable with high growth potential but even more risk and instability.
[bookmark: _s21bv2kak410][bookmark: _Toc227407628]2.2.3 Social
Cultural values adopted in the USA focus on individuals, personal success and self-identification, which are important factors affecting the buying behaviour. A majority of consumers in the USA have found tariffs to make vehicles less affordable (Sanchez, 2025). However, more than 2/3rd have concerns of overpaying. Consequently, companies like Mercedes-Benz have been crafting their marketing strategies to emphasise the aspects of technological change, driving dynamics and personalisation. This individualistic orientation compels a brand to consider differentiation and a customer-centric offering as a form of remaining competitive in the market. Nonetheless, the social environment of the US is favourable to Mercedes-Benz due to high enthusiasm of innovation and personalisation among consumers.
On the contrary, behaviour of Chinese consumer is highly affected by the spirit of collectivism and social hierarchy. The process of purchasing is mostly related to status, prestige, and social affirmation, and thus, luxury commodities can serve as a significant depiction of success. Chinese consumers greatly consider the perceived product quality, brand reputation and symbolic value in selecting automobiles (Wang, 2025). Premium brands are positioned to be very appealing, as they demonstrate social status and reliability. Cultural perception is instrumental in the attitudes towards foreign and domestic cars, where foreign brands are commonly connected with high quality and status (Espinoza et al., 2025). Nevertheless, increased rivalry among the local producers is slowly changing these perceptions.
[bookmark: _qc5h7brqasyr][bookmark: _Toc227407629]2.2.4 Technological
[image: ]
Figure 3: Investments on EV: a comparison between the USA and China
(Source: Brinn and Mui, 2024)
As shown in figure 3, with an investment of $312 billion, USA has become one of the global leaders of EV and battery manufacturing (Brinn and Mui, 2024). Brands like Mercedes-Benz have adopted sophisticated technologies to achieve efficiency and customer satisfaction. The introduction of artificial intelligence has helped it to enhance personalisation and customer targeting, as well as predictive analytics, and enabled it to market and deliver services more effectively (Qianqian, 2025; Milovanović and Novaković, 2025). Moreover, the increased usage of digital platforms and data-driven systems has reshaped customer interaction in a way that allows for real-time experience, channels of online sales and tailored communication techniques. Thus, technological environment is very favourable in the USA, because it encourages innovation, efficiency and competitive advantage.
After dominating the automotive industry with its very own electric vehicle (EV) technology, China is now concerned about speed of industrial innovation. The domestic firms are growing fast in foreign markets in terms of innovation, cost effectiveness and positioning. It is evident from figure 3 that USA took the lead by surpassing China in 2024 (Brinn and Mui, 2024). As noted by Xin (2025), Chinese manufacturers have succeeded in using technological competencies to accelerate their worldwide influence, especially in the EV sector. According to Humphrey (2025), these trends are transforming the industry structures and increasing competition between the conventional and entrant players. Therefore, the Chinese technological environment is favourable yet very competitive, it provides growth opportunities and at the same time competitive pressure.
[bookmark: _db5tbddid0v1][bookmark: _Toc227407630]2.2.5 Legal
The legal landscape in the USA is well-organised and open to an open society where the nature of consumer protection, standards of safety, and environmental regulations are highly emphasised. With the adoption of the Inflation Reduction Act (IRA) in 2022, the USA has witnessed some on-the-ground investments. It has allocated $223 billion on specific EV initiatives in 2024, which is $66 billion more as compared to 2023 (Brinn and Mui, 2024). Although such regulations gained consumer confidence and brand recognition, they also raised the cost of doing business as well as complying with regulations for companies like Mercedes-Benz. It is also in the USA that intellectual protection of property contributes to encouraging innovation due to technological progress and ownership of designs. Generally, the USA has a favourable legal environment because it encourages stability, innovation and consumer confidence at a cost of increased compliance.
On the other hand, the legal environment of China is more complicated and controlled by severe government policies and regulations. The legal system is influenced by the more general socio-political processes, at the same time affecting the corporate governance, market access, and operations strategies. China’s strict regulatory model has mandated EVs to obtain “Road Motor Vehicle Manufacturer and Product Admission from the MIIT” before being on public roads (Fangda Partners, 2025). As Mao et al. (2025) emphasise, the way that governance is organised in China affects corporate behaviour greatly, particularly in such sectors as those related to artificial intelligence and digital innovation. Thus, the Chinese legal framework is not favourable, the level of regulation and government control makes the foreign companies difficult to work in China.
[bookmark: _384xng1hsx2b][bookmark: _Toc227407631]2.2.6 Environmental
The shift to electric and hybrid vehicle design implies the initiative to minimise carbon emissions and advance in the type of environmentally friendly mobility. The USA government has enforced more stringent emission laws and embracing the use of green technologies. According to Jin (2025), there is a pivotal moment in transitioning to oil-electric hybrid vehicles as part of the progress of sustainable economic development and mitigation of environmental implications. The USA Environmental Protection Agency (EPA) has specifically made it a mandate for every automaker to invest in cleaner and efficient technologies. Consequently, $223 billion is allocated for this (Brinn and Mui, 2024). In the case of Mercedes-Benz, there are both challenges and opportunities in this transition, wherein it has to invest heavily in research, production, and development of eco-friendly vehicles. Therefore, USA environmental environment is favourable since it favours sustainable growth and technological development.
The Chinese automotive industry, which includes Mercedes-Benz, is facing a significant change as the industry shifts towards the increased demand for electromobility and sustainable practices. According to Lechowski and Weis (2025), conventional car producers are beginning to concentrate on the production of electric vehicles, as well as concentrate less on fossil fuel use. Regulatory pressures are not the only factors that have contributed to this transformation as changing consumer preferences towards eco-friendly products have also driven the transformation. Hence, the Chinese environmental climate is favourable and has great potential of a sustainable innovation amid the competitive pressures.
Similarities and Differences (PESTLE)
The environment prospects in both countries are great way ahead as the world will be switching to electric power and engaging in sustainability (Jin, 2025). Another effective approach is green mobility when carbon levels decrease with the active policies to make EVs more popular in China (Lechowski and Weis, 2025). The level of development is high in both markets and proves the possibility of innovation and digitization of the automotive industry. USA has been the country that invested more in EV infrastructure (Brinn and Mui, 2024), whereas there has been high pace in technological development because of local development infrastructure in China (Xin, 2025). The two markets tend towards social inclination to purchase luxurious vehicles and it does not spare good opportunities to sweet premium brands although the reasons of the consumers in the two cultures differ.
There are considerable variations in political, economic, legal and cultural aspects. 
[bookmark: _gshpjktxr9u3]A predictable and transparent political and legal environment in the USA opens up opportunities in business and innovation (Rueda et al., 2025). On the other hand, China is proud of a more dominant regulatory system where the government acquires a stronger grip on the market affairs by interfering in the market via government policies and intervention (Mao et al., 2025). The United States benefits as much as it can economically because of great purchasing power and undaunted needs of luxury (Statista, 2026). However, the Chinese market is more volatile and competitive that local goods are made (ChinaEVHome, 2025). The USA has a wonderful culture of individualism (that values individualisation and performance) whereas China is a collectivist nation (that values status and brand prestige) (Wang, 2025).
[bookmark: _Toc227407632]3. Hofstede cultural analysis
[bookmark: _5dc7uixe5i0]The model of cultural dimensions introduced by Hofstede is a well-known concept to analyse and compare cultural differences among nations in the international business environment (Escandon-Barbosa et al., 2022). In the case of multinational organisations like Mercedes-Benz, these cultural differences need to be considered to develop a powerful marketing campaign and to make sure that the company complies with the local consumer demands. The Chinese social environment is, on the whole, favourable though it needs excellent brand positioning and localisation strategies to stay competitive.
[image: ]
Figure 4: Hofstede Cultural Dimensions of the USA and China
(Source: The Culture Factor, 2025)
This model is very applicable in international marketing because it allows organisations to change the communication, promotion, and positioning of their products depending on the differences between cultures. The comparison of China and the United States shows some differences in the aspects of individualism, power distance, and long-term orientation, which affect consumer behaviour and brand loyalty. As an example, the collectivist culture of China (43) is more interested in relationship-driven marketing, whereas individualism (60) of the USA encourages the use of messages that talk about personal success (The Culture Factor, 2025). As analysed, China is observed to be a society that is highly motivated (66) with Achievement and Success. Contrarily, the USA has scored significantly higher in indulgence (68), which portrays that people here are believed of “work hard and play hard”.
[bookmark: _44drz88elmll][bookmark: _Toc227407633]3.1 Six Dimensions Comparison Table
	Dimension
	USA
	China

	Power Distance
	40
	80

	Individualism
	91
	43

	Masculinity
	62
	66

	Uncertainty Avoidance
	46
	30

	Long-Term Orientation
	26
	77

	Indulgence
	68
	24


Table 1: Six-Dimension Comparison Table
[bookmark: _163xm0kn35jn]The marketing strategies and consumer behaviour have different implications as a result of cultural differences between the USA and China. The USA, for instance, is highly individualistic and consumers are concerned with personal accomplishments, novelty and personalised experiences (The Culture Factor, 2025). Therefore, companies like Mercedes-Benz focus on performance and personalised value propositions in the USA. Conversely, China upholds collectivism principles and a high-power distance, whereby the buying decisions are highly dependent on the social status, brand name, and group affiliation. The automotive market in China has undergone considerable change due to industrial development by the state, which enhances consumerism towards a symbolic and status type of product (Jia-Zheng and Broski, 2025). Sales statistics also emphasize the significance of China where hundreds of thousands of units are sold every year adding to the argument that China is a major luxury destination (CCS, 2025). According to Helveston (2025), cross-market dynamics of the USA and China have enabled firms to focus on “individuality-oriented strategies” in the USA, as compared to “status orientation in China”. In the meantime, global alignment of strategies remains in the sphere of financial positioning and brand valuation (De Caires, 2025).
[bookmark: _wm4uymtza4ag][bookmark: _Toc227407634]3.2 Advantages and disadvantages of the Hofstede Model
[bookmark: _4opoo5suwbg0]The Hofstede model has several strengths for organisations that work within international markets (Vonk and Silva, 2024). In the case of multinational companies like Mercedes-Benz, this knowledge is important in shaping good marketing and localising products and services as per local tastes. It aids organisations to detect cultural similarities and differences that enable them to implement culturally acceptable branding, advertisement, and customer engagement strategies. According to Weijers (2025), the efficiency of cross-border communication and content-adaptation can be enhanced with the help of the cultural knowledge, as proposed by Hofstede. However, a key limitation is that the model has a tendency to simplify the issues across various cultures and reduce them to a very narrow number of dimensions. Cultures are dynamic and keep on changing, and the model might not fully describe the change, nor be able to capture the current trends in society. As Wouters (2025) emphasises, the adaptation of language and communication in the new digital medium shows how culture changes, and, thus, does not always conform to the traditional patterns. More profoundly, this model fails to consider the subculture regionality and personal differences within a nation, which can have a severe effect on consumer behaviour.
[bookmark: _1nrx0g7vdn7q][bookmark: _Toc227407635]4. A comparative analysis of STP Analysis and Marketing mix (7Ps)
[bookmark: _md91z28bbkk2][bookmark: _Toc227407636]4.1 STP analysis
Segmentation: Mercedes-Benz divides its market into demographic, geographic, and psychographic segments, or into such categories of VALS as achievers and experientials. It caters to urban professionals with high incomes who are interested in luxury, performance, and innovation and corresponds to the global automotive references in marketing and attracts customers with high purchasing power (Zahan et al., 2025).
[image: ]
Figure 5: Focus of Mercedes on “customer-oriented driving experience”
(Source: Mercedes Benz, 2025)
[bookmark: _vbrz91y9q085]Targeting: Mercedes-Benz uses the differentiated targeting strategy and is aimed at the interests of rich individuals, who care about luxury, innovativeness, and performance. Personalisation in USA means more targeting, Chinese in USA is more status-oriented and prestige-based targeting because they should be culturally built with the help of omnipresent market research (Mercedes Benz, 2025) and their targeting more oriented toward status.
[bookmark: _yg6wfei9qb2h]Positioning: Mercedes-Benz markets itself as the luxury premium car brand with a focus on high quality, innovation and high technologies. This orientation approach emphasises performance, technological superiority and brand prestige, which have enabled the firm to be differentiated among other companies in international markets. The automotive industry is another field where strategic planning complements this strategy to match the changing consumer expectations with brand image (Zahan et al., 2025). Considering such a strong positioning, Mercedes has taken the initiative to achieve 8-10% adjusted return on sales (Mercedes Benz, 2025).
Perceptual Map
The perceptual map, as put in figure 6, has shown the specific position of Mercedes-Benz in the premium market. It also portrays competitors, wherein Merecedes is all about luxury and technological advancement.
[image: ]
Figure 6: Perceptual framework showing position of Mercedes 
(Source: Punditz, 2021)
Similarities and Differences (STP)
The marketing concepts of segmentation, targeting, and positioning (STP) of Mercedes-Benz between United States and China have some similarities and differences which are influenced by culture and market segmentation. Mercedes-Benz in both markets aids a premium segmentation strategy to target consumers who have higher incomes, urban and luxury consumers. By targeting expensive customers with preference to being innovative, performing, and technologically advanced, the company is in line with global targeting (Zahan et al., 2025). It has one of the strongest positioning as a luxury brand that focuses on engineering quality and brand roots (Mercedes Benz, 2025). Nevertheless, there are differences that can be caused by culture. The US (personality and results), whereas China (status and prestige) differ on their priorities (Wang, 2025). In line with this, personalisation is emphasized in targeting in the USA, but in China, it is used to attract consumers who are status-conscious (Espinoza et al., 2025). In general, the company strikes a balance between international and local adjustment.
[bookmark: _ygurcwmyh9lb]
[bookmark: _v15drz6nib9x][bookmark: _iq3s1kt37iix][bookmark: _Toc227407637]4.2 7Ps Marketing Mix
[image: ]
Figure 7: Factors of 7Ps of marketing mix
(Source: Medium, 2025)
[bookmark: _8n8frdoy8ju6]The marketing mix comprises of variables that are within the control of organisations, and tend to manipulate the behaviour of consumers (Ottesen et al., 2025).
[image: The Mid-Size GLE SUV | Mercedes-Benz USA]
[image: Mercedes-Benz begins production of long-wheelbase C-class in China |  Autocar Professional]
Figure 8: Product Differentiation in USA vs China
(Source: Mercedes-Benz, 2025)
Product: Mercedes-Benz has a rich product range which tracks luxury cars like S-Class, GLE, GLS, and G-Class as well across to the USA, where the preferences towards large SUVs and performance cars are high. In China the company has concentrated on executive sedans and long-wheelbase (LWB) models that are in line with the privilege and confined lifestyle of consumers. Mercedes-Benz also has an expansion of its brand in its product width in terms of accessories, merchandise and lifestyle products which gives Mercedes-Benz a stronger brand positioning of luxury.
Price: Both markets adopt price strategy of being premium since the firm supports its high-end brand image. In the United States, the high purchasing power is favourable to the pricing, with the tariffs on imports of up to 25% (Mercedes Benz, 2025) reportedly affecting the pricing. The high competition and the ever-present price battles, in China, between Mercedes-Benz and local brands including BYD, has forced the company to use discounts to attract buyers to acquire entry-level and mid-level luxury vehicles (Evans, 2026).
[image: Mercedes-Benz USA | Mercedes-Benz Group > Company > Mercedes-Benz in North  America]
[image: ]
Figure 9: Showroom Differentiation in USA vs China
(Source: Mercedes-Benz, 2025)
Place: In the USA, Mercedes-Benz maintains a network of franchised dealerships, which is the direct distribution approach that enables the company to control the brand and customer experience. The company enjoys the advantages of local manufacturing relationships in China through Beijing Benz Automotive Co., Ltd. (BBAC) that enhances efficiency and market penetration of the production.
[image: Outstanding Digital Marketing Strategies of Mercedes-Benz | ariMarketing  News]
[image: Mercedes-Benz' Chinese New Year commercial used over 500 paper cutouts,  paying homage to an ancient Chinese art form. Here's how they did it. -  Culture]
Figure 10: Promotion Differentiation in USA vs China
(Source: Mercedes-Benz, 2025)
Promotion: Integrated Marketing Communication (IMC) implements coherence in the message delivery primarily through various channels (Ottesen et al., 2025). In the USA, such campaigns as the Dream Days unite both the offline and online settings to improve the brand-interaction (Mercedes-Benz USA, 2025). Conversely, the marketing approach to promotion in China is very digital, employing the use of social media, influencers and lifestyle marketing to target younger consumers.
People: Mercedes-Benz has around 1,800 employees in the USA and more than 2,000 in China, in its companies, they pay attention to the training of the personnel; their motivation, and excellent service as a method to provide the customers with better experience.
Process: USA market is more focused on test drives and standardised after-sale services, whereas China is more oriented on an omnichannel approach with online and offline integration. In both markets, customer complaints are processed via dealership and online.
[image: ]
[image: ]
Figure 11: Website differentiation of Mercedes in USA vs China
(Source: Mercedes-Benz, 2025)
Physical Evidence: USA has large suburban dealerships that have high quality designs and China has modern showrooms that are located in urban shopping malls with support of well-developed websites that provides boost to the luxury brand image.
Similarities and Differences (7Ps)
Mercedes-Benz has a standardised premium 7Ps approach both in the USA and China, which ensure there is consistency in terms of quality of the products, positioning of the brand as luxury and image. It sells technologically-advanced cars in both markets, uses premium pricing strategy, and has official dealerships facilitated by online platforms. Customer experience is also in the limelight, plus trained staff, effective service systems, and high-quality physical environments are added, as well as helping to build brand value (Mercedes-Benz, 2025).
There are, however, major differences in implementation. The USA is a mix of both traditional and digital promotion using the Integrated Marketing Communication (IMC) concept (like the Dream Days campaign) (Mercedes-Benz USA, 2025), and China is actively based on digital platforms, through social networks and bloggers, to reach younger customers. People element presents an equivalent investment in training, however the Chinese customer base is younger. Process is different, as USA relies on physical contacts such as test drives, whereas China presents an omnichannel solution. Physical Evidence is also diverse to include suburban dealerships in the USA and contemporary spaces within the showrooms in Chinese urban malls. Such disparities represent a compromise between internationalisation and nationalization.

[bookmark: _iido09ha1d7n][bookmark: _Toc227407638]5. Mercedes’s directional development strategy in China
[bookmark: _t78vfz97rkta]The automotive industry takes a strategic growth path that involves constant innovation and adherence to market changes. Chari and Ferreira (2025) underline that companies like Tesla have been able to attain a competitive advantage by using an innovation-based approach and a long-term strategy. Strategic management studies have also emphasised the significance of dynamic capabilities when dealing with international market challenges (Rothaermel and Fuller, 2025). Directional development strategies are strategic in helping organisations grow and expand since they help in recognising opportunities in both the current and new markets. These strategies assist companies to align resources, adapt to competitive conditions, and be successful in the long term with the help of systematic planning and positioning in the market in the dynamic sectors (Chari and Ferreira, 2025). Particularly in China, the business development strategy of Mercedes is characterized by a highly competitive intensity. Despite this, chances of sales by new market entrants are strong, depicting significant structural market shifts.
[bookmark: _bacmwedqbcr5][bookmark: _Toc227407639]5.1 Ansoff Matrix
[image: ]
Figure 12: Ansoff Matrix
(Source: Szikora, 2025)
Mercedes-Benz implements the market development and product development strategies to grow in China. Intense competition in the Chinese market has led this brand to come up with a range of new and tailored products that also reveals its greater localised R&D activities. This is backed with its high performance of 2.16 million vehicle sales globally in 2025 (Mercedes Benz, 2025). With the changing demand and the increasing competition, the company is concerned with the introduction of electric and premium models. Chari and Ferreira (2025) underline the need to drive a competitive advantage using innovation-driven strategies. As pointed out by Szikora (2025), to achieve successful international expansion, the issue of technological adaptation, especially autonomous and EV systems, is essential.

[bookmark: _itrwu9tl6z4v][bookmark: _Toc227407640]6. Ethical issues related to this brand’s marketing mix in China 
· [bookmark: _s8mtqg15miww]Ethical example 1: The investment in electric vehicles and low-emission technologies contributes to the overall environmental objectives of the world. 
· Ethical example 2: Customer experience is improved with a customer-oriented service and a long-term relationship (Mercedes-Benz, 2025).
· Unethical example 1: social media crisis, given the inadequate customer relationship management, can influence transparency and trust in brands (Cheng et al., 2025). 
· Unethical example 2: There are dealer-related problems and weak receivables, which reveal the necessity of better governance, transparency and management of stakeholders.

[bookmark: _renqx2h7m794][bookmark: _Toc227407641]7. Recommendations
Recommendations for USA
Mercedes-Benz should continue investing in electric vehicles and autonomous technologies to sustain competitive advantage (Bataineh et al., 2024). It is critical to improve customer experience by personalisation, digital platforms, and integrated online services coupled with offline services. The enhanced relationship with dealers and provision of after-sale services will further enhance customer satisfaction and brand loyalty in the mature US market.
Recommendations for China
Mercedes-Benz should implement a localised approach in China through developing localised EV models and enhancing its collaborations with China-based companies. Building online marketing and gaining trust, dealer control, and customer relationship systems will boost trust, loyalty, and performance in the long-term.

[bookmark: _lhc2z2iehq74][bookmark: _Toc227407642]Section 2
[bookmark: _abpv71jtbmt1][bookmark: _Toc227407643]8. Gibbs reflective cycle
[image: Gibbs' Reflective Cycle | communitymedicine4all]
Figure 13: Gibbs Reflective Cycle
(Source: Beldar, 2025)
Description
International marketing report demanded a lot of research, logical thinking, and the use of theoretical frameworks, including PESTLE, Hofstede, STP and 7Ps marketing mix. I believed in researching the strategies of Mercedes-Benz in two major markets, the United States and China. In order to have a solid academic basis, I have read over 30 scholarly articles and company reports, which have enabled me to come up with thorough and evidence-based analysis. In carrying out the research, I collected both qualitative and quantitative data, such as market trends, consumer behaviour patterns and financial performance indicators. I implemented reflective learning strategies to gain better knowledge and sharpen my investigative abilities (Beldar, 2025).
Feelings
Initially, the research process was intriguing as it was full of knowledge in a magnitude of information that is available on international marketing and the automotive industry. The use of various frameworks and real-time data contributed to making the task more difficult. Nevertheless, with time, I gained bigger confidence in my knowledge of the topic and my skills in arranging information and organising it. Reflective activities assisted me in organising my work in a better and more rational way. Reflection, as Wang (2025) points out, improves learning and critical thinking, which I have realised in the process. On the whole, my progress grew towards uncertainty to confidence because my analysis became more organised and logical.
Evaluation
Looking back on my work, I can identify some of my strengths and weaknesses. The chance to employ different types of sources, like academic journals, case studies, and industry reports, was the major strength, as I managed to give an objective analysis of the international strategies of Mercedes-Benz. Also, the simultaneous implementation of various frameworks helped me in having a better insight into the macro environment factors and culture that affect business decisions. As Ahmadpour et al. (2025) indicate, reflective approaches enhance analytical and communication abilities, which I have found useful to format my arguments. Nevertheless, I also had difficulties. Having many references meant that they needed to be well organised in order to ensure there was academic integrity and to prevent plagiarism. I also experienced some difficulty in ensuring that I was able to merge numerical data throughout all parts of the report. Another problem was time management because it took serious efforts and attention to detail in analysing two different markets. Regardless of all these, the process was very helpful in enhancing my research and analytical skills.
Analysis
The reflection cycle by Gibbs enabled me to evaluate how I learn in a systematic way and also pinpoint aspects that I need to improve. The use of theoretical frameworks in real-world contexts has gone a long way in helping me to improve my knowledge in the international marketing field. To give an example, I was able to use the Hofstede model to help me analyse cultural differences and their influence on consumer behaviour, whereas PESTLE analysis helped me to evaluate external business environments in an effective manner. Praveena et al. (2025) claimed that the reflective models facilitate project-based learning by facilitating critical thinking and self-reflection. This was true to me since reflection enabled me to analyse the usefulness of the various strategies and where I need to improve. Moreover, I used various sources that further enhanced the credibility of my analysis, but this also demanded special attention to sources. It is another process that demonstrated the relevance of flexibility in research. I have also gained knowledge of synthesising information presented in different sources and how to apply it to particular situations, which is one of the main postgraduate skills. Reflective practise helped me not only in increasing my knowledge of the subject matter but also enhanced my skills in solving problems and making decisions.
Conclusion
Comprehensively, this exercise enhanced my level of critical analysis and assessment and academic writing to a great degree of satisfaction. The process was very helpful, even though I had difficulties with time management and integration of data. The use of theoretical bases in practical situations not only helped in appropriating the knowledge on international marketing but also helped in carrying out a systematic and extensive analysis.
Action Plan
In an attempt to enhance my subsequent academic tasks, I will embrace a number of strategies. To start with, more time will be dedicated to data collection, analysis, and revision to improve my time management. Second, I will pay more attention to the application of numerical and statistical data, which adds even more strength to my arguments. Third, I will also work on my ability to reference to be more effective and prevent errors. I will also further carry out reflective activities to promote adult learning and competency building. As postulated by Agomo (2025), critical thinking and professionalism are empowered by high-order reflection. With the help of these strategies, I will be able to enhance the level of my future research and academic work.

[bookmark: _w3j99wffl1vn][bookmark: _Toc227407644]9. Conclusion
The comparative study of Mercedes-Benz in China and the United States reveals that the macro-environmental, cultural, and strategic elements have huge effects on global marketing performance. The United States offers a well-established and stable market with high purchasing power, whereas China has high growth potential due to the rising demand for luxury cars. Nevertheless, there are other drawbacks, like regulatory complications and a high competition from local manufacturers in China. It can, therefore, be concluded that China is a more dynamic and growth-oriented market despite its weaknesses, as compared to the United States, which is stable and predictable. Mercedes-Benz has to be able to respond to the changing environment with various strategies, which are based on cultural differences, technological changes, and the market environment, to achieve success in both markets. Long-term competitive advantage would require continuous innovation, localisation and ethical practices in the global automotive industry.
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